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Introduction

• CDFI Fund’s Capacity Building Initiative

– Financing Healthy Food Options

• Workshops

• Technical Assistance

• Resource Bank



Today’s Webinar Topic

• Financing smaller scale food retail

• Introduction and lessons learned from healthy corner store 
movement

• How CDFIs can finance healthy corner stores
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WHAT WE’LL COVER TODAY

OVERVIEW: What is the healthy corner store movement?

SOLUTIONS: What changes are being made in stores?

OPPORTUNITY: What is the role of CDFIs?



OVERVIEW: What is the healthy corner 
store movement?



Tell us how it was 

in the good ole 

days…



All grocery stores were small…



And people walked to the grocery store



Stores got bigger

250,000 sq 

WalMart supercenter

125,000 sq ft 

(Home Depot)

46,000 sq ft

Average 

supermarket

2,000 sq ft

corner store



What does store 

size have to do 

with health?



Definitions

What is a corner store?

– Small scale, limited 
selection of foods and 
products

– Other criteria: size, number 
of aisles and registers

– Diverse range of stores
• Independent and chain

• Rural, urban and suburban

• A.K.A. -
Small, convenience, neighb
orhood store or bodega

• Typical Standards

o Stock certain items (whole 
grains, dairy, fresh produce)

o Increase by quantity, shelf 
space

o Marketing – promote 
healthy, restrict unhealthy

o Follow certain health and 
environmental standards



Low income neighborhoods have 
more stores



The poor quality of food affects health



Living near a store with healthy food 
improves diet



Healthy Corner Stores Network
changelab solutions • the food trust • urbane development

www.healthycornerstores.org

• Webinars

• Listserv

• Technical assistance

• Networking



SOLUTIONS: What changes are being 
made in small stores?



Improve produce quality



Limit unhealthy food



Introduce new healthy options



Decrease promotion of unhealthy 
products



Make healthy choices easy to find



Make connections with distributors



Provide training on produce handling



Upgrade refrigeration equipment



Renovate store exteriors



Offer nutrition education and outreach



Ensuring that everyone has access to affordable, 
nutritious food.



Why Corner Stores?

• Nationally: A growing interest in 
partnering with corner stores to 
improve healthy food access

• Supermarket deserts and customer 
dependence 

• Corner stores and the urban 
landscape

• Engaging as ALLIES

Chart Source:  Food Geography: How Food Access Afftects Diet and Health.  
Available at 

http://www.thefoodtrust.org/pdf/Food%20Geography%20Final.pdf



Health Impact

• 356.6 kcal per purchase 
from snacks/beverages

• Students spent $1.07 on 2 
items per purchase from 
corner stores

• 42% shop 2 times/day

• 53% shop once a day 

• Energy dense, low-nutritive 
foods and beverages

Source: Research presented in this presentation comes from: Kelley E. Borradaile, Sandy Sherman, Stephanie S. 
Vander Veur, Tara McCoy, Brianna Sandoval, Joan Nachmani, Allison Karpyn, and Gary D. Foster Snacking in 

Children: The Role of Urban Corner Stores Pediatrics 2009 : peds.2009-0964v1-peds.2009-0964. 



Corner Stores: State of the Evidence

• 2012 Gittelsohn et al. conducted review

• Identified 16 studies in 6 countries

– Small stores (<1,000 sq ft) and “corner stores” 
included

– Considered approaches, population emphasis, and 
strategies as well as effectiveness

Gittelsohn J, Rowan M, Gadhoke P. Interventions in Small Food Stores to Change the Food Environment Improve Diet and 

Reduce Risk of Chronic Disease. Preventing Chronic Disease 2012, 9.



Corner Stores: Gittelsohn, 2012

• Review found following most common strategies 
employed:

– Increasing availability of healthy foods, especially 
produce

– Point of purchase promotions (shelf labels/posters)

– Community engagement

– Business training and nutrition education also 
used, but less common



Corner Stores:Gittelsohn, 2012

• Do the strategies work? (YES!)

– Availability of healthy foods increased in virtually all 
projects

– Significant increases in sales (and purchasing) of 
promoted products; for produce observed 25%-50% 
increase.

– The one study that looked at it saw continued 
increased healthy food sales 6 months after 
intervention

Gittelsohn J, Rowan M, Gadhoke P. Interventions in Small Food Stores to Change the Food Environment Improve 

Diet and Reduce Risk of Chronic Disease. Preventing Chronic Disease 2012, 9.



Corner Stores: State of the Evidence

New Aug 2012 Study: 55 stores in NYC

• Found increased sales of healthier items

• 11% net increase in healthy item purchases

• Barriers identified included:

1)  lack of space and refrigeration for healthy items

2) need for mechanisms to promote consumer 
demand.

Dannefer R, Williams DA, Baronberg S, Silver L . Healthy Bodegas: Increasing and Promoting Healthy Foods at 
Corner Stores in NYC. Am J Pub Health 2012, Aug 16:e1-e5. 



Economic Impact: Study in Field
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Barriers to Fresh Food Retail 
in Corner Stores

• Space limitations and physical capital

• Set of skills required

• Supplier - Retailer Gap



Philadelphia Healthy Corner Store Initiative

Funding for this project was made possible in part by Cooperative Agreement #1U58DP002626-01 from the Centers for 
Disease Control and Prevention, U.S. Department of Health and Human Services; and Get Healthy Philly, an initiative of 

the Philadelphia Department of Public Health. The views expressed in this presentation do not necessarily reflect the 
official policies of the Department of Health and Human Services; nor does mention of trade names, commercial 

practices, or organizations imply endorsement by the U.S. Government.



Philadelphia Healthy Corner Store Initiative
Social Marketing Examples



Case Study: Distribution Example

One store owner buys produce, prepares fruit salads and 

distributes to other corner stores in the network.



Small Conversion Example 
Christian Food Market, Philadelphia PA

BEFORE

AFTER



Case Study: Major Conversion
Romano’s, Philadelphia PA

BEFORE



BEFORE

AFTER

Case Study: Major Conversion
Romano’s, Philadelphia PA



OPPORTUNITIES: 
What is the role of CDFIs?



How can CDFIs support
healthy corner stores?

• Infrastructure needs

– Store layout improvements (i.e. moving aisles, check-out 
counter)

• Equipment purchases 

– Refrigerators, shelving, inventory management

• Marketing and promotion

– In-store and neighborhood promotion

• Working capital

– For investments like façade or lighting improvements

• Training and technical assistance



Getting businesses ready to apply for a 
loan



Questions to consider

1. Is there demonstrated need?

2. Is there community support and engagement for the 
initiative?

3. Are corner store owners in the target area interested in 
retailing fresh foods?

4. What are the financing needs of the initiative?



Is there demonstrated need?

• The area should demonstrate a lack of healthy, fresh 
food access.

• The investments should fit within the existing 
economy and be economically viable.

• Owners and stores in the community should 
demonstrate the need for capacity (i.e. start up costs). 

– This should be the focus of the initiative.



Is there community support and 
engagement for the initiative ?

• A managing entity of the initiative should work with 
individuals and community based organizations to ensure 
grassroots ownership.

– Individuals can be involved in the initiative through 
participation in store events, nutrition education, and 
store tours.

– Local champions of programs can help keep them 
going long-term!



Are corner store owners interested in 
retailing fresh foods? 

– Understand challenges, risks, and have business 
experience.

– What support is available to train staff, owner on 
strategies



What are the financing 
needs of the initiative?

• The effort of re-outfitting a corner store to sell fresh produce can 
cost less than $100,000 in TA, equipment, and initial inventory. 

– The budget is higher for transforming multiple corner stores.

• There may also be costs related to program management.

– Staff time, travel, owner incentives, design and marketing 
expenses, produce racks.

• Funding support should come from multiple sources to 
demonstrate true interest and partnership within the community.

– Private foundations, city funds, CDFIs, neighborhood 
councils, private donors, fundraisers.



What else should a CDFI consider?

• Corner store owners are much smaller enterprises, but 
still may be willing to take on loan debt.

– Consider small loans for individual stores or loans 
bundled with grant funds or other resources (i.e. 
municipal program funds).

• Individually, CDFIs should make eligibility determinations 
based on their unique communities and regions.



Breaking down silos



Leverage resources



RESOURCES



RESOURCES



Additional Resources



Financing Healthy Food Options Resource Bank
http://www.cdfifund.gov/what_we_do/FinancingHealthyFoodOptionsResourceBank.asp

http://www.cdfifund.gov/what_we_do/FinancingHealthyFoodOptionsResourceBank.asp


Financing Healthy Food Options Webinar Archive
http://www.cdfifund.gov/what_we_do/FHFOResourceBankWebinars.asp

http://www.cdfifund.gov/what_we_do/FHFOResourceBankWebinars.asp
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Pam Porter
Executive Vice President
Strategic Consulting
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Strategic Consulting
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